Survey Shows
Paging Growth
~and Predicts
Stable Revenue

By Robert G, Wysor

Paging growth in the 1890s has been
accompanied by declines in revenues
per pager. A new survey shows
things are changing.

Dighal Dieplay 80%

Figure 1. Pagers in Servioe by Type, 1991 (Percent of Pagers in Serwics)
Source: EMCL, Inc., bases! on the EMC1 paging sxrvey, Januery 1992.
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Growth Seen Ahead for Pagers

HFD March 30, 1992 p. 89
ISSN: 0162-9158

By James la Rossa Jr.
NEW YORK - Both pager manufacturers and carriers of pager services are

keying on evolving American lifestyles to significantly expand the retail
pager business over the next five years.

The telecommunications industry, which experts say still has many years
of growth ahead of it, recognizes that retail stores can attract a wide
variety of customers. But, now that retailers recognize the potential of
pagers, the challenge is to help them evolve from business tools to
consumer electronics products.

That might not be as easy as it sounds. Here’s a case in point:

A photographer who works for this magazine has owned a pager for many
years, paying a set fee for monthly service. Recently, he gave a colleague
the name of his carrier to buy a pager. later, the photographer discovered
that his friend’s new monthly service fee was significantly lower than his
own. To make a long story short, the original customer had to threaten to
go elsewhere to receive the same deal as a new customer.

The story illuminates but one dilemma that this insular industry must
overcome as consumers - accustomed to easy straight-forwardness in buying
electronics - turn to pagers to provide a host of personal services from
minding their children to screening their cellular phone calls.

To get a handle on some of these issues, industry experts recently met
here for a seminar called "Paging. For the Business of Life," sponsored by
the Paging Services Council, a consumer information source that promotes
the benefits of paging and related personal communications services, and
Telocator, the Washington, D.C.-based association for paging.

The message everyone seems to be giving is that pagers are no longer
the awkward devices of yesteryear seen clipped to the belts of doctors,
plumbers and others on emergency calls.

Technological advances have transformed the pager from a basic alerting
system to a sophisticated, personal message communicating tool. Pagers, say
the council, can aid just about anyone who wants to lead a more productive
life. (Some 14,000 persons awaiting organ transplants were provided pagers
through a progran called LifePage to ensure that they get the message when
a suitable organ donor has been located.)

There are more than 11 million pagers in use in this country today,
accounting for revenues of around $2 billion per year, says William Bang,
vice president and director of distribution for the paging division of
Motorola, the pager market share leader. Bang predicts that 60 million
pagers will be in use by the turn of the century. L

*Paging not only increases your mobility, it also helps you organize
and balance the demands of a tightly scheduled day,” according to Tom
Btroup, president of Telocator. Telocator stresses that if the industry
glays its cards right, paging has many years of continued growth ahead of

t.

According to Steve Spiro, global business manager for Motorola’s Paging
Division, "The 10 percent retail distribution that we do today will grow to
50 percent by 1995 ... this is the beginning of a retail landslide.”

Retail distribution has a number of advantages, says Spiro, including
"cheaper cost of distribution.” He adds that retailers also "have a

continual desire to expand."
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Motorola pagers call on consumers

Advertising Age February 22, 1993 p. 25
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Ad campaign aimed at women

By Ira Teinowitz ‘

Motorola in April breaks its first consumer campaign for pagers,
targeting career women rather than business people.

Falling pager prices and changing job patterns influenced Motorola’s
Americas Paging Products Division to focus more heavily on consumers, said
Julie K. Greene, senior advertising and promotions manager.

’Lifestyles are changing,’ she said. ’With mom or dad on the run, there
needs to be a way to reach them.’

An $8 million print and cable TV campaign breaking April 25 targets
what Motorola expects will be the biggest buyers of pagers: working moms.
McCann-Erickson Worldwide, Atlanta, handles.

One print brochure being distributed to retailers features a father,
mother and son with the headline ‘They’re why I bought a pager.’ Another
shows a woman saying, ‘It sets me free.’

i Pagers ’‘have never been at the consumer price point before,’ Ms. Greene
said.

Retail prices on pagers have dropped to as low as $69.99, from an
average of several hundred dollars three years ago, according to Telocator,
an industry association. At the same time, the price of paging service has
fallen to as little as $6.95 a month in some markets, down from $20.

Meanwhile, technology has extended pager use from local to national and
international.

Motorola this spring will start selling pagers at mass merchandisers
including Sears, Roebuck & Co., Service Merchandise and Kmart Corp. for the
first time.

This month, Motorola began shipping the Pree Spirit. It has a list
price of $169, holds 10 20-character messages and plays a musical tone to
signal a message rather than beeping.

An upscale, $300 pager only slightly thicker than a credit card is

already on the market. Called the Confidant, the pager can hold eight

12-digit messages.

Consumers who buy the pagers pay about $12 a month for service.

Pagers have experienced double-digit growth in recent years, Telocator
said. There were 14 million in service at the end of last year, up 17.6%
from 1991, the group reported.

‘We are not yet seeing the general consumer coming in droves,’ said
association President Tom Stoup, ‘but we are seeing the beginning of what
is expected to be a large market penetration for the industry into consumer

markets.’
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Pager Firms Target Consumers

HFD February 1, 1993 p. 82
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By lurie Silberg

Pager manufacturers and carriers say they expect their
consumer-targeted products to move swiftly onto and quickly off retailers’
shelves this year, based on dealer reaction at Winter CES.

Greater <acceptance and understanding among consumers and retailers of
the once business-oriented product has contributed to growing inventory at
all retail 1levels, from supermarkets to department stores to electronic
specialty stores.

Vendors and carriers have adapted their product lines to address the
growing interest in pagers, as evidenced by some new introductions at the
electronics show last month.

Executives at Motorola Paging Products Division credit eroding price
points, 1lower monthly service fees and carriers’ efforts to promote the
products with pagers’ movement into retail.

While retail SALES of pagers accounted for 20 percent of the market
in 1992, that number is expected to jump to 50 percent by the end of 1995,
according to industry statistics.

Motorola has specifically targeted the first-time user with its new
Free Spirit pager, an entry-level unigquely styled product that is activated
through the touch of one button, said Rob Pollack, director of products for
the company’s paging division. The $169 black pager will be available later
this month.

‘Our goal is to continue to educate the consumer,’ he said.

American Paging Network, a service provider in Minneapolis, carries out

a nationvide retail paginog program for_its manufacturars. oredominatelv
= - ‘t‘%’g _
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applications. Memory packs, which can also be purchased separately, are
national paging packets and can be used throughout the country. A pack of
30 will cost $8.99, the same as one month of service.

Monthly service for the pager is available, said Rose, who noted the
product will sell for under $100. Shipping in April, the pager will be
available from bookstores to specialty stores.

MobileComm, a BellSouth company, began selling pagers at retail two
years ago. The carrier attributes booming SALES to heightened consumer
avareness and an expanded retail distribution network. The entire Personal
Pager 1line, to which two new consumer products were added at CES, is sold
through more than 10,000 stores, including Radio Shack, Wal-Mart, AT&T
Phone Centers, and lLechmere.

’'We have had a tremendous positive response from consumer electronics
retailers around the U.S.,’ said Mike ILurie, executive director of
alternate channels for MobileComm, based in Jackson, Miss. ’‘We were
overvhelmed by our holiday SALES numbers, activating thousands of pagers
in a single seven-day periocd,’ he said, noting the increased SALES

demonstrate the wide acceptance of pagers outside the business community.

The company is concentrating on retail and has expanded its line to
include Motorola’s Free Spirit, called the 550 Free Spirit by MobileComm,
and MobileComm Numeric Display model 6800, which is manufactured by

Panasonic and offered in clear, smoke and black.
Gary Vescio, vice president of retail SALES for PageNet, said pagers
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will bring significant opportunities for retailers. He projected that about

11.6 million units would be sold in 1996.

PageNet, which sells the full line of Motorola products including the )

Free Spirit, privately showed a new consumer-pager from Samsung Electronics
America Inc. at WCES. ‘The pager has all the functionality of the Motorola
Express at a lower price point,’ Vescio said, adding the pager will ship in
May at a suggested retail of $89.99.

NEC of America Inc. is readying a new consumer pager that will be
available in March or April for less than $100. The consumer will be able
to choose from color cases in five bright hues, said Charlie Speights,
marketing manager for NEC’s Mobile Radio Division. The product will be
available at higher-end retail stores.

While alphanumeric pagers are not expected to make significant inroads
at retail anytime soon, Metromedia’s Richard Thompson, director of national

SALES , said the NEC Courier, an alphanumeric product, was a big hit at
WCES. ‘We were swamped by retailers,’ Thompson said, noting the Courier
offers canned messages and full alphanumeric capabilities.

He attributed the new-found success of pagers’ to their
cost-effectiveness. ‘Paging is the most cost-efficient wmeans of
comnunication as compared to cellular in terms of egquipment and service
costs,’ he said. :

Metromedia sells the NEC Relay at a promotional price of $99; the
Courier will be sold for under $200.

Peter Kavanaugh, vice president of SALES for Uniden, said the
company’s Micro XL, available in three retail versions depending on
geographic 1location, is scld now at Radio Shack, Xmart and AT&T Phone
Centers. A trial run is being conducted at limited Wal-Mart stores, he
said. ‘Over the next six months all large electronics retailers will sign
up with one particular carrier program; retailers will commit to the

(COPR. 1992 PREDICASTS)
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product and a vendor,’ he said.

Uniden plans to launch two new retail pagers during the next 12 to 18
months, he said.

PacTel Paging last fall unveiled a family-oriented paging system called
KidTrack, available now throught retail outlets such as Kids ‘R’ Us.

Dallas-based PageMart has developed a series of retail
display/merchandising packages that is used to drive home the message at
the retail level.
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